Attitude and purchase intention towards halal fast-food purchases : evidence from an emerging African market by Roberts-Lombard, M. et al.
  
Attitude and purchase intention towards halal fast-food purchases:  
Evidence from an emerging African market 
 
ABSTRACT 
The study investigates the selected factors influencing the purchase intention and attitude of 
Muslim consumers towards halal fast-food purchases in South Africa. Data was collected from 
Muslim consumers, with 279 structured questionnaires being collected for analysis. Multiple 
regression analysis was applied to establish the interrelationship between the different 
constructs in the study. The model tested confirms that halal awareness, religious belief, and 
personal societal perception positively influence Muslim consumers’ attitudes when purchasing 
halal fast-food in South Africa. This research will provide South African fast-food 
manufacturers and outlets with a clearer understanding of how they can influence Muslim 
consumers’ attitudes and purchasing behaviours towards halal fast-food products.  
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1. INTRODUCTION 
Islam is widely considered one of the top-rising religious profiles in the world. The world’s 
total Muslim population is projected to increase by 30% to 2.8 billion people by 2050 (Xiaoling, 
Sherwani & Ali, 2017:527–528). In 2016, this population growth led to a demand of USD 5.7 
trillion for halal food products (Michelle, 2017). In South Africa, the Muslim population is 
growing rapidly from 737 000 people in 2010, to an expected 799 000 by 2030, making up 
1.5% of the South African population, which reflects a substantive market segment for halal 
fast-food products in the future (The Guardian, 2016). Due to this growth, South African fast-
food retailers are becoming increasingly aware of Muslim halal food requirements, finding 
ways to market and certify their halal products more effectively (Nkanjeni, 2017). Euromonitor 
International (2015) states that the growing demand for halal food products is not just from 
traditional Muslim market sectors, but is expanding to all parts of the world, including South 
Africa, where Muslim consumers are becoming increasingly more aware of the availability of 
halal fast-food products.  
The dynamic and fast urban lifestyle has placed more emphasis on fast food as a result of the 
rising demand for convenience foods, thus creating a global expansion within the fast-food 
 P a g e  2 | 27 
 
market (Shamhuyenhanzva, Van Tonder, Roberts-Lombard & Hemsworth, 2016:3-4). 
According to Baharuddin, Kassim, Nordin and Buyong (2015:171), the growth of the halal fast-
food industry is not only necessitated by religious expectations, but also by changing consumer 
habits and lifestyles. The varying Muslim demographic has led to an increasing social class of 
young, savvy and affluent Muslims who embrace a modern lifestyle, where globalisation trends 
continue to shape their habits, tastes and purchasing patterns. The halal market has witnessed a 
universal shift, with western-style grocery stores and fast-food outlets increasingly offering a 
wider selection of halal food products. Moreover, the halal fast-food market continues to build 
momentum and plays an influential role in consumer markets around the world (Elasrag, 
2016:13–15). Consequently, it is important for halal fast-food retailers to understand the factors 
influencing the purchase intentions of these consumers when they purchase their products.  
Numerous research studies have investigated the interrelationships between customers’ 
attitudes and purchase intentions in different contexts and service settings. For example, 
Rahman, Asrarhaghighi and Rahman (2015:158) identified the factors affecting Muslim 
consumer attitudes and purchase intentions, and the interrelationship between the two when 
purchasing halal cosmetic products. Ali et al. (2017:538) also investigated the interrelationships 
between customer attitudes, antecedents and purchase intentions in the halal meat market of 
China. However, few studies have examined how halal awareness, religious belief, and personal 
societal perception relate to attitude and purchase intention as an outcome within a halal fast-
food environment in South Africa. Attitude and purchase intention towards halal fast-food 
purchases in South Africa are also relatively novel areas of research and have received little 
attention as relational determinants in the South African retail environment. 
The work of Awan, Siddoquei and Haider (2015) was used in the current study to build a scale 
to measure the influence of selected constructs on attitude and purchase intention on a 
continuum. The study investigated customers’ halal awareness, religious belief and personal 
societal perception towards attitude and purchase intention when purchasing halal fast-food, as 
well as how these constructs are interrelated. This study aimed to establish how selected factors 
influence the attitude and purchase intention of Muslim consumers to halal fast-food purchases 
in South Africa, as an emerging African market. 
This paper provides an overview of the different theories grounding the study, and a discussion 
of the key constructs. Furthermore, the hypotheses of the study are provided and a theoretical 
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model proposed, followed by the research methodology. To conclude, the results and findings 
of the research are presented along with the managerial implications. 
2. LITERATURE REVIEW 
2.1 Theories grounding the study 
The study draws on the principles of the relationship marketing theory and the social exchange 
theory. Relationship marketing is orientated towards delivering long-term value to clients and 
securing overall customer satisfaction (Kotler & Armstrong, 1999:50). Therefore, the 
relationship marketing theory argues that a constant emphasis on customer relationship growth 
secures the expansion of customer value tactics. Such tactics will help companies to achieve a 
stronger competitive advantage and increased productivity in the long-term (Roberts-Lombard, 
Mpinganjira & Svensson, 2017:3). Through a relational approach, businesses like fast-food 
retailers should underline relationship quality perceptions by providing excellent services, 
personalised offerings and added benefits to motivate customers to be loyal to their brands 
(Huang, 2015:1320). 
Redmond (2015:12) describes the social exchange theory as a social behaviour involving 
exchanges between individuals with the intention to enhance personal value and secure a 
positive outcome in return. Social pressures exerted by reference groups – specifically friends 
or relatives and with direct or indirect effects – can affect consumer purchase intention. Due to 
South Africa’s diverse society, many cultural groups, including the Muslim group, are 
influenced by social pressures to purchase halal fast-food products as these products are 
perceived as more socially acceptable. Hence, consumers are willing to put more effort and 
money in when purchasing halal fast-food, as it is more positively perceived (Awan et al., 
2015:653). Therefore, the social exchange theory proceeds from the argument that in the current 
age of societal evolution, individuals prefer to continue to take part in the exchange relationship 
if they feel there is a reward or acceptance when purchasing products like halal fast-food 
(Redmond, 2015:6). 
 
2.2 Theoretical model development 
2.2.1 The interrelationship between halal awareness and attitude 
Nurcahyo and Hudrasyah (2017:23) claim that halal awareness is the consumer’s level of 
understanding of the concept of halal. Siddique and Hossain (2018:12) argue that knowledge is 
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based on a consumer’s awareness and opinion regarding a product, thus influencing consumer 
behaviour and decisions. Such knowledge is therefore associated with the consumer’s overall 
understanding of the brand and is closely linked to attitude, whether favourable or unfavourable. 
Ahmad, Rahman, and Rahman (2015:11) state that in Malaysia, the majority of food 
manufacturers have sufficient knowledge regarding the production of halal food in terms of 
proper preparation and hygiene, as any food that is contaminated is forbidden according to 
Muslim laws. Moreover, Awan et al. (2015:644) confirm that consumer attitude is based on 
their knowledge and personal beliefs regarding a certain commodity, which ultimately 
influences their aim to behave in a certain manner.  For this study, such knowledge refers to the 
consumer’s understanding of what is permissible with respect to food consumption according 
to Islamic laws and principles set out, as well as the production process in which halal fast-food 
producers are expected to follow Islamic halal standards. Farouk and Fathima (2017:18) claim 
that factors such as faith, health, food quality, halal certification and exposure to halal products 
play an important role in shaping Muslim consumers’ awareness and attitude of such halal 
products. Nurcahyo and Hudrasyah (2017:23) established that the level of halal awareness 
associated with a halal fast-food product is determined according to a positive attitude, thus a 
favourable perception of halal awareness. Therefore, the following hypothesis was formulated: 
H1: There is a significant and positive relationship between halal awareness and attitude 
towards halal fast-food purchases. 
2.2.2 The interrelationship between religious belief and attitude 
According to Rahman et al. (2015:151), religious belief is considered a fundamental variable 
that defines a consumer’s attitude and behaviour. Religiosity is described as the extent to which 
an individual is dedicated to extreme immersion in religious activities and the degree to which 
it influences an individual’s daily life, and is evident in his/her behaviour (Agbiji & Swart, 
2015:2). Baharuddin et al. (2015:178) purport that religion has an internal impact on individuals 
as it guides their behaviour and the way in which they live according to standards set within the 
Muslim culture. Considering this, it can be noted that Muslim consumers globally have become 
increasingly aware of the halal status of the fast-food products that they choose to purchase 
(Elasrag, 2016:16). Previous studies in Malaysia have reported that shared religious beliefs and 
social pressure within the Muslim culture may lead to highly favourable attitudes when 
purchasing food that has a halal label on it (Ghadikolaei, 2016:47). In addition, the Theory of 
Reasoned Action also argues that a consumer’s attitude has a direct influence on his or her 
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purchase intention (Awan et al., 2015:644). In conclusion, Awan et al. (2015:643) argue that 
Muslim consumers’ level of religiosity has a direct influence on their attitude towards halal 
fast-food products. The higher their religious belief, the more likely they are to abide by the 
prescribed norms and rules of the halal dietary laws, which has a direct influence on their 
attitude towards halal product purchases. Considering this, the following hypothesis was 
formulated: 
H2: There is a significant and positive relationship between religious belief and attitude 
towards halal fast-food purchases. 
2.2.3 The interrelationship between personal societal perception and attitude  
Studies have shown that the behaviour and attitude of consumers towards certain products are 
depicted according to how consumers perceive and portray themselves (Salman & Siddiqui, 
2011:642). Moreover, Muslim self-identity is a notion by which an individual describes himself 
or herself according to Islamic rules (Yasid, Farhan & Andriansyah, 2016). Kuoksa (2017:16) 
states that consumers’ perceived image and opinion regarding a product is developed from a 
mixture of factors such as consumer experiences, values, beliefs, and attitudes concerning a 
particular brand, which ultimately results in either a poor or strong brand image. Awan et al. 
(2015:654) concur and state that consumers’ personal societal perception is also directly 
influenced by their religious beliefs and purchasing patterns when deciding which halal fast-
food brands to consume. Therefore, Muslim consumers’ attitude towards halal fast food is 
developed from their personal perception that the product is healthier and safer as a result of 
the halal certified logo, instilling a sense of confidence towards halal food products (Elseidi, 
2018:175). By consuming halal certified products, consumers are abiding by the relevant social 
pressures and dietary laws set out according to Islamic beliefs (Batu, Doğan & Regenstein, 
2015:41). Consequently, according to Yasid et al. (2015:30), self-identity affects a Muslim 
consumer’s decision to consume halal meat in Belgium. Thus, the stronger their commitment 
to the societal acceptance of their behaviour, the more positive their attitude will be towards 
purchasing halal fast-food products, thereby proving a significant relationship between personal 
societal perception and attitude. Against this background, the following hypothesis was 
formulated: 
H3: There is a significant and positive relationship between personal societal perception and 
attitude towards halal fast-food purchases. 
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2.2.4 The interrelationship between halal awareness and purchase intention to purchase  
Globally, both Muslim and non-Muslim consumers are becoming increasingly aware of halal 
consumption requirements, as it is their obligation to consume halal food products which are 
properly prepared and certified, as a sign of obedience to Allah (Asa, 2017:138). Varinli, Erdem 
and Avcilar (2016:70) state that other than the halal certification logo, factors such as education, 
halal marketing and advertising have exposed consumers to a wide variety of information 
regarding halal food products. This supports the argument in existing literature that increased 
halal awareness has a significant influence on the purchase intention of consumers to purchase 
halal fast-food products. According to Awan et al. (2015:655), halal accreditation and halal 
awareness have a significant impact on consumer purchase intentions to purchase halal fast-
food products, as the halal logo delivers value to consumers when buying such halal-labelled 
food, as they are guaranteed that the food which they are consuming is acceptable according to 
Islamic law and standards. These consumers have become very particular and sensitive 
regarding the ‘halalness’ of the food they consume as prescribed by Islamic laws (Hasan, 
2016:804). According to a study done by Ayuniyyah, Hafidhuddin and Hambari (2017:140), 
consumers are most likely to purchase halal-labelled food products as a result of their 
knowledge and personal factors, as well as their obligation to their religion. Therefore, 
consumers who possess stronger purchase intentions are more willing to dedicate time, money, 
and effort towards purchasing such halal fast-food products (Elseidi, 2018:172).  Based on the 
literature, the following hypothesis was formulated: 
H4: There is a significant and positive relationship between halal awareness and purchase 
intention towards halal fast-food purchases. 
2.2.5 The interrelationship between religious belief and purchase intention  
Islam, a growing religion throughout the world, imposes strict food restrictions on its followers 
based on Islamic laws and principles (Elasrag, 2016:20). Khayruzzaman (2016:19) states that 
the extent to which an individual is committed to his/her religion and its teachings will be 
reflected through his/her behaviour and attitude. Muslim consumers with strong religious 
beliefs will tend to be more attentive when it comes to halal food consumption, as they are 
inclined to avoid unlawful food products (Batu et al., 2015:38). In Islam, religious laws have 
an influence on consumer purchase intention as they play a vital role in the Muslim consumers’ 
food choice and lifestyle, where pork is a strictly prohibited food product (Ghadikolaei, 
2016:44). Furthermore, a study in China established that, in addition to Muslim self-identity 
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and Islamic dietary rules, individuals’ religious obligation and trust in the authenticity of halal 
food, may influence their decision to consume halal certified meat, as they believe it is a 
healthier and safer food option. This therefore indicates that religion plays a key role in 
determining purchase intention. Mohtar, Amirnordin and Haron (2014:182) also found that 
Muslim consumers’ perception is influenced by their religiosity and knowledge as a positive 
perception regarding halal products, which will lead to stronger levels of halal preference and 
consumer confidence when deciding which halal fast-food products to purchase. This finding 
supports that of Awan et al. (2015:643) which states that religiosity has a strong effect on 
consumers’ purchase intention to purchase halal fast food, and therefore the following 
hypothesis was formulated: 
H5: There is a significant and positive relationship between religious belief and purchase 
intention towards halal fast-food purchases. 
2.2.6 The interrelationship between personal societal perception and purchase intention  
Gashash (2016:3) states that the Islamic religion was established and is based on traditional 
practices, values and beliefs which promote and guide Muslim consumers to live a healthy life. 
This life should be based on Muslim dietary guidelines that have been set out, hereby governing 
the way these consumers behave within a social environment. According to Iner and Yucel 
(2015:8), religiosity is an influential factor in shaping an individual’s identity, thus directly 
influencing halal fast-food consumption patterns. Assael (1995) states that the origin for 
consumer buying behaviour and the perception towards halal fast-food products are concerned 
with the similarities in morals, norms and purchasing patterns per Muslim consumer within the 
Muslim society. This demonstrates a positive correlation between an individual’s perception on 
the consumption of halal food products. Derahman, Takrim & Rahman (2017:12) argue that a 
positive personal perception towards the consumption of halal food is influenced by the level 
of perceived control that consumers have over the safety, quality, and naturalness of the food 
which they consume. Thus, published research suggests that Muslim consumers’ personal 
opinion or perception regarding halal fast-food products is strongly related to their positive 
purchase intention to choose such products. Considering this, the following hypothesis was 
formulated: 
H6: There is a significant and positive relationship between personal societal perception and 
purchase intention towards halal fast-food purchases. 
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2.2.7 The interrelationship between attitude and purchase intention  
The attitudes of Muslim consumers regarding halal food is imperative, as it has a significant 
and positive influence on purchase intention, which is derived from consumers’ positive attitude 
towards the consumption of halal fast food (Rahman et al., 2015:152). Previous research studies 
have classified the halal notion as a rising cultural phenomenon due to the rising global demand 
for halal food products (Elseidi, 2018:168). Ambali and Bakar (2014:22) claim that religious 
knowledge and beliefs influence an individual’s lifestyle with regard to eating habits, consumer 
attitude and perception towards halal food products. Such a lifestyle then ultimately influences 
the individual to behave in a certain favourable or unfavourable manner. Subsequently, Muslim 
consumers’ attitude towards halal fast-food products stems from their belief that the product is 
halal approved through the representation of the halal logo, as it reflects that such food products 
are permissible according to Islamic teachings (Khalek, 2014:28). This can eventually lead to 
a favourable attitude and purchase intention when purchasing halal approved fast-food products 
due to their belief that it is a safer and healthier food choice, thereby showing a positive 
relationship between attitude and purchase intention (Baharuddin et al., 2015:172). Rachbini 
(2018:30) refers to attitude as an element which predicts and describes human behaviour as 
consumers with high positive attitudes appear to have a greater intention to purchase halal food 
products. Otoum and Nimri (2015:24) in their research on food consumption purchase patterns, 
established a strong positive correlation between consumer attitude and their purchase intention 
in Jordan as an Islamic country. Therefore, the following hypothesis was formulated: 
H7: There is a significant and positive relationship between attitude and purchase intention 
towards halal fast-food purchases. 
2.2.8 Attitude as a mediator between halal awareness and purchase intention  
Consumers’ understanding of, familiarity with and awareness related to all halal commodities 
are determined by factors such as marketing, knowledge and halal food properties (Baharuddin 
et al., 2015:172). Moreover, such information and knowledge are important as consumer 
purchase intentions towards food consumption are associated with factors such as marketing 
information and advertising. Therefore, understanding how consumers perceive halal food, can 
increase their level of awareness and knowledge on halal principles (Ismail, Abdullah, Ahmad 
& Sidek, 2018:4). A study done by Haque et al. (2015:144) found that positive consumer 
attitudes along with understanding and awareness relating to all halal matters, play a significant 
role in determining non-Muslim consumers’ purchase intention towards halal food products in 
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Malaysia. Elseidi (2018:170) emphasises that a positive purchase intention is associated with a 
strong positive attitude, leading to a strong intention to purchase halal fast-food products. This 
is due to the current trend in which halal products are seen to be growing in popularity as a 
result of being associated with a positive perception, as consumers believe that halal products 
are safer and healthier due to a more humane animal treatment in the preparation of the food 
(Al-hajla, 2017:23). Consequently, Awan et al. (2015:644) established that halal awareness has 
a considerable influence on consumers’ purchase intention to purchase halal products, which 
will influence the individual’s behaviour based on attitude, thereby showing a strong correlation 
between all three constructs, being attitude, awareness, and purchase intention. Therefore, the 
following hypothesis was formulated: 
H8: Halal awareness has a significant indirect effect on purchase intention in favour of halal 
fast-food purchases as mediated by attitude towards such purchases. 
2.2.9 Attitude as a mediator between religious beliefs and purchase intention 
It has been noted that Islam is considered a religion that is highly sensitive to the consumption 
of halal food products that are firmly prescribed within the set dietary laws according to what 
is permissible or not (Hussain, Rahman, Zaheera & Saleem, 2016). According to Kearney 
(2012:7), Muslim consumers are influenced by Western modern lifestyles and product choices. 
However, due to their strong religiosity, they tend to prefer products which abide by Islamic 
laws, further extending product choices such as the introduction of halal fast food. As a result, 
this blend of a modern lifestyle, as well as compliance with Islamic rulings, is evidently shown 
in today’s global society. Sulaiman, Mat and Ghani (2018:419) propose that religiosity is one 
of the most essential cultural factors that influence consumer purchasing behaviour. This is 
because consumers can be segmented according to the level in which they abide by a certain 
belief. Consumers’ preferences are strongly influenced by their religious obligation. Therefore, 
such religious beliefs and commitments influence the feelings and attitude of people towards 
consumption. Muslim consumers will consider buying halal fast-food products, as such 
products do not violate or go against their holy beliefs and ideas. This therefore emphasises that 
strong religious identity is associated with a higher level of acceptance and religious approval 
(Awan et al., 2015:643). Depending on the extent to which the individual is committed to his 
religion, such beliefs will influence a consumer’s purchase intention positively or negatively, 
thereby influencing the consumers’ attitude towards halal fast food, demonstrating a strong 
correlation between all three determinants (Asrarhaghighi, Rahman & Rahman, 2015:151). 
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Therefore, the following hypothesis was formulated: 
H9: Religious belief has a significant indirect effect on purchase intention in favour of halal 
fast-food purchases as mediated by attitude towards such purchases. 
 
2.2.10 Attitude as a mediator between personal societal perception and purchase intention 
According to a study conducted by Awan et al. (2015:647), various constructs such as attitude, 
subjective norms and purchase control have a substantial impact on the consumers’ purchase 
intention to purchase halal food. Alhazmi and Khalid (2013:41) claimed that awareness and the 
perception of halal food are strongly correlated to religiosity, commitment and attitude towards 
halal food on the basis of a consumer’s self-identity. Generally, Muslim consumers’ behaviour 
is said to be largely determined by their belief that the food is halal, thereby resulting in a 
positive attitude regarding the concept halal, and all fast-food products within the halal food 
market (Awan et al., 2015:644). According to Xiaoling, Sherwani & Ali (2016:529), prior 
studies (Ahmed et al., 2015; Bonne, Vermeir, Bergeaud-Blackler & Verbeke, 2007; Sparks, 
Shepherd, Wieringa & Zimmermanns, 1995) of TPB to food-related behaviour have 
successfully included self-identity as an additional predictor variable. Furthermore, a study 
conducted by Khalek, Ismail and Ibrahim (2015:83) confirmed that attitude, subjective norms, 
and purchase control have a substantial influence on the intention to purchase halal food. They 
have furthermore established that there is a positive correlation between attitude and subjective 
norms and the intention to purchase halal products among consumers (Khalek et al., 2015:84). 
The findings of Bonne, Vermeir, Bergeaud-Blackler and Verbeke (2007:370) have further 
established that Muslims follow the dietary rules as set out, and therefore consume halal meat 
only, apart from other religious restrictions. However, a possible reason for not following other 
religious requirements might be because individuals consider themselves less religious and 
therefore lack interest in following such religious dietary laws, conceding to the effect of the 
local community. However, individuals who are more religious could be persuaded more to 
follow Islamic dietary laws and practices, and therefore would not be attracted to community 
influence (Xiaoling et al., 2016:529). This argument demonstrates the existence of a 
relationship between a consumer’s attitude, perception, and purchase intention. Therefore, the 
following hypothesis was formulated: 
H10: Personal societal perception has a significant indirect effect on purchase intention in 
favour of halal fast-food purchases as mediated by the attitude towards such purchases. 
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Based in the findings in published research, Figure 1 was constructed to illustrate the proposed 
theoretical model for the study. 
 
 
 
 
              H4 
                     H1     H8      
  
         H9 
    H2     H7 
      H10 
            H5 
             H3 
 
H6 
 
 
 
 
Figure 1: The theoretical model for the study (inclusive of five constructs and hypothesised 
relationships) 
Source: Adapted from Awan et al. (2015)   
3. RESEARCH METHODOLOGY 
A quantitative approach and an exploratory-descriptive research design were followed. The 
epistemological sense of this research study is based on a positivistic paradigm. As a positivistic 
study, the research findings depend on quantifiable observations that lead to a statistical analysis 
from which to collect data and measure the hypotheses. Data was collected from Muslim 
consumers who purchase halal fast-food products from outlet brands such as KFC, 
McDonald’s, and Nando’s and who reside in the Gauteng Province of South Africa. A total of 
279 structured questionnaires were collected for data analysis.  
Halal awareness 
Purchase 
intention 
Attitude 
Religious belief 
Personal societal 
perception 
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A self-administered questionnaire was applied for data collection. The questionnaire consisted 
of nine sections and started with two screening questions to ensure that all respondents who 
participated in the study, were Muslim consumers who had purchased halal fast-food products 
more than once in the past twelve months. The questionnaire included sections relating to the 
demographic profile and the halal patronage habits of respondents. To measure the constructs 
of the study, a structured seven-point Likert scale ranging from Strongly Agree (7) to Strongly 
Disagree (1) was used to measure the level of agreement with respect to the statements 
determining halal awareness, religious belief, personal societal perception, attitude, and 
purchase intention. All the scales used in the survey were adopted from Awan et al. (2015).   
After the data had been edited, it was entered into SPSS 25.0. The data was collected over a 
six-week period. A total of 279 questionnaires could be used in the analysis. Descriptive 
statistics were computed using the software package IBM SPSS 25.0 to gain insight into the 
demographic profile of the chosen Muslim participants, their fast-food patronage, and the 26 
statements that measured the five constructs of the study. A Cronbach alpha test was used to 
establish the reliability of the different statements used in the research instrument.  In addition, 
the validity of the research instrument was also secured by ensuring that the different statements 
used were measuring what they were intended to measure. An exploratory factor analysis (EFA) 
was used to explore the interrelationships between the statements measuring the constructs of 
the study. Multiple regression analysis and independent sample t-tests were used to test the 
different hypotheses formulated for the study. 
4. RESULTS 
4.1. Reliability and validity  
Table 1 reflects the Cronbach alpha values per construct.  The Cronbach alpha values illustrate 
the reliability for the different scales and range between 0.690 and 0.905. According to Pallant 
(2010:98), the minimum value of item reliability for Cronbach alpha should be 0.7. Therefore, 
it can be concluded that all five scales within this study prove as indication of a very good 
reliability. 
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Table 1: Cronbach alpha values for the measurement constructs 
Construct Cronbach alpha 
Religious belief  .757 
Halal awareness .722 
Personal societal perception  .790 
Attitude  .806 
Purchase intention  .905 
 
4.2. Validity 
Face validity was ensured by using validated and reliable scales from the study by Awan et al. 
(2015). In addition, a pilot study was conducted to assess the validity of the research instrument 
before it was used in the field.  
4.3. Demographic profile of respondents  
About half the respondents are females (50.2%) born between 1976 and 1985 (72.5%).  The 
majority of all the participants speak English (84.6%), are of the Indian race (67.4%), have a 
university degree (38.2%), and are employed full-time by an organisation (38.30%).  
4.4. Multiple regression analysis results  
4.4.1. Influence of halal awareness, religious belief, personal societal perception, and attitude 
on purchase intention 
Multiple regression analysis was performed to determine the relationship between halal 
awareness, religious belief, personal societal perception and attitude. The results are reflected 
in Table 2. 
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Table 2: The influence of halal awareness, religious belief, and personal societal perception 
on attitude 
Model Sum of squares DF Mean square F Sig 
Regression 9.889 3 3.296 14.548 .000 
Residual 61.182 270 .227   
Total 71.071 271    
 R Square     
 .139     
Model Standardised coefficients, Beta T Sig 
  
(Constant)  20.301 .000   
Halal awareness .290 4.803 .000   
Religious belief .011 .185 .853   
Personal societal 
perception .162 2.694 0.008 
  
  
Table 2 indicates that halal awareness, religious belief, and personal societal perception exerted 
a statistically significant positive influence on attitude. The three constructs can be considered 
to be predictors of attitude towards the purchase of halal fast food in South Africa. Halal 
awareness was however established as a slightly stronger predictor, since one unit increase in 
halal awareness will increase attitude by 29%, compared to the 16.2% increase of personal 
societal perception, as well as the 1% increase of religious belief when considering Beta.  
The researchers relied on a 95% level of confidence in data analysis. This implies that a p-value 
less than or equal to 0.05 means that it is improbable that the results can be attributed to chance. 
According to the independent t-test, the independent variable elucidated around 13.9% (R 
square = .139) of the variances. The regression model is significant at P<0.000 and therefore  
halal awareness, religious belief, and personal societal perception can be perceived as predictors 
of attitude. Therefore, the relationship between halal awareness and attitude is significant at 
0.000, the relationship between religious belief and attitude is not significant at 0.853, and the 
relationship between personal societal perception and attitude is significant at 0.08. Hypotheses 
1 and 3 are therefore supported, as halal awareness and personal societal perception positively 
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and significantly influence the attitude towards the purchase intention of halal fast food in South 
Africa. Hypothesis 2 is not supported, indicating that religious belief does not have a positive 
and significant influence on attitude towards the purchase of halal fast food in the country. 
4.4.2. The influence of halal awareness, religious belief and personal societal perception on 
purchase intention 
Multiple regression analysis was performed to determine the relationship between halal 
awareness, religious belief, personal societal perception, attitude and purchase intention.  
The results are reflected in Table 3. 
Table 3: The influence of halal awareness, religious belief and personal societal perception 
on purchase intention 
Model Sum of squares DF Mean square F Sig 
Regression 20.799 3 6.933 7.119 0.000 
Residual 263.942 271 .974   
Total 284.742 274    
 R Square     
 .073     
Model Standardised coefficients, Beta T Sig 
  
(Constant)  7.441 .000   
Halal awareness .171 2.743 .006   
Religious belief -.010 -.153 .879   
Personal societal 
perception 
.171 2.748 .006   
  
According to Table 3, halal awareness (0.006) and personal societal perception (0.006), exerted 
a statistically significant positive influence on purchase intention. The two constructs can be 
considered as predictors of purchase intention towards the purchase of halal fast food in South 
Africa. Halal awareness was determined as an equal predictor to personal societal perception 
with 17.1%. However, religious belief exerted a statistically significant negative influence on 
purchase intention (0.879).  
The researchers relied on 95% level of confidence in the data analysis. This implies that a p-
value of less than or equal to .05 means that it is doubtful that the results are the result of chance 
according to the independent t-test. The independent variables illuminated around 7% (R-
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square = .073) of the variance in purchase intention. The regression model is significant at 
p<0.000 and both halal awareness and personal societal perception can be perceived as 
predictors of purchase intention. Therefore, the relationship between halal awareness and 
purchase intention is significant at p= .006, and the relationship between personal societal 
perception and purchase intention is significant at p= .006. Thus, Hypotheses 4 and 6 are 
supported as both halal awareness and personal societal perception positively influence 
purchase intention towards halal fast-food purchase intention in South Africa. Hypothesis 5 is 
not supported, indicating that religious belief does not have a positive and significant influence 
on attitude towards the purchase of halal fast food in the country. 
 
4.4.3. The influence of halal awareness, religious belief, personal societal perception, and 
attitude on purchase intention (mediated route) 
Multiple regression analysis was performed to determine the relationship between halal 
awareness, religious belief, personal societal perception, and purchase intention through 
attitude as a mediator.  The results are reflected in Table 4.  
Table 4: The influence of halal awareness, religious belief, personal societal perception, and 
attitude on purchase intention (meditated route) 
Model Sum of squares DF Mean square F Sig 
Regression 41.908 4 10.477 12.110 .000 
Residual 232.734 269 .865   
Total 274.643 273    
 R Square     
 .153     
Model Standardised coefficients, Beta T Sig 
  
(Constant)  1.070 .286   
Halal awareness .088 1.415 .158   
Religious belief -.009 -.153 .879   
Personal societal 
perception 
.098 1.627 .105   
Attitude .313 5.175 .000   
 
Table 4 indicates that halal awareness and personal societal perception did not exert a 
statistically significant positive influence on purchase intention through attitude as a mediator. 
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However, religious belief exerted a statistically significant negative influence on purchase 
intention through attitude as a mediator. Attitude exerted a statistically significant positive 
influence on purchase intention as a mediator. Therefore, neither halal awareness, religious 
belief, or personal societal perception can be perceived as predictors of purchase intention when 
attitude is a mediator. However, attitude was also established as a slightly stronger predictor 
since one unit increase in attitude will increase purchase intention by 31.3% when considering 
Beta.  
The researchers relied on a 95% level of confidence in data analysis. This implies that a p-value 
less than or equal to 0.05 means that it is unlikely that the results can be attributed to chance, 
according to the independent t-test. The independent variables illuminated around 15.3% (R 
square = .153) of the variances. The regression model is significant at P<0.000. However, it 
should be noted that there is no significant, positive relationship between halal awareness 
(p =.158), religious belief (p =.879), personal societal perception (p =.105) and purchase 
intention through attitude as a mediator, as the p-values are larger than 0.05. Attitude has a 
significant, positive relationship with purchase intention, since the p-value is less than 0.05, as 
it stands at 0.000. Considering this, Hypotheses 7, 8 and 9 are not supported, while Hypothesis 
10 is supported.  
To summarise, Hypotheses 1, 3, 4, 5, 6 and 10 are supported, while hypotheses 2, 7, 8 and 9 are 
rejected. 
5. DISCUSSION 
It was established that Muslim customers’ halal awareness towards halal fast-food products has 
a significant and positive relationship with attitude, as postulated by the Theory of Planned 
Behaviour (TPB). This finding is consistent with that of Aziz and Chok (2013:16), who argued 
that halal awareness influences halal purchase intentions. The results of the study indicated that 
halal awareness demonstrated by non-Muslim consumers positively affected their intention to 
purchase halal products. Therefore, it can be contended that people’s attitudes towards intention 
to purchase, are determined by their level of awareness of the concept of halal products. 
However, this opposes the previous findings by Awan et al. (2015:653), who stated that halal 
awareness does not significantly influence Muslim clients to buy halal food in Pakistan.  
Secondly, it was established that personal societal perception positively and significantly 
impacts the attitude towards the purchase intention of halal fast-food products in South Africa. 
This confirms the Theory of Social Exchange, where Muslim consumers’ purchase intentions 
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are guided by social and family pressures, as the consumption of halal fast food is considered 
socially acceptable (Awan et al., 2015:644).  
From a practical perspective, the study contributes to an advancement in the understanding of 
Muslim consumer behaviour in South Africa, and the relationships between selected variables 
that might serve as guidelines for researchers when conducting future research in this market 
segment in Southern Africa. Moreover, the study assists halal fast-food retailers and marketers 
to develop an understanding of halal purchasing behaviour patterns in securing a more 
committed market segment towards the purchasing of their products. Such an understanding 
will strengthen fast-food retailers’ knowledge of halal awareness, religious belief, personal 
societal perception, and attitude when developing products for the Muslim market, and in the 
marketing of these goods to this segment in an emerging African market like South Africa.  
6. MANAGERIAL IMPLICATIONS 
6.1. Guidelines to improve halal awareness and attitude, religious belief and personal societal 
perception towards halal fast-food purchases 
Manufacturers and retailers could implement in-store marketing activities, which could 
convince customers that they provide ethical and halal certified products. This can be achieved 
by ensuring the halal certification is clearly visible on the walls of their premises by printing 
the halal certified logo on food packaging, and by having in-store posters with information on 
the company’s ethical manufacturing and business processes. This will assure Muslim 
consumers that the fast-food chains are following ethical practices, while also being an effective 
strategy in the marketing of the products to Muslim clients.  
Manufacturers and retailers could also implement marketing strategies that result in Muslim 
customers having a stronger self-identity. By implementing consumer loyalty programmes, the 
Muslim community will feel valued by the retail brand and will have positive perceptions of 
the brand. Hence, Muslim clients will believe that they have a stronger self-identity if they 
purchase from that specific retailer, as they are well-liked within the community and sell ethical 
and halal certified products. Moreover, manufacturers and retailers could use posters that 
honour customers for fulfilling their duty as halal consumers, resulting in a positive attitude 
towards the retail brand as clients’ self-identity will be positively influenced.  
6.2. Guidelines to improve attitude and purchase intention towards halal fast-food purchases 
Attitude is an essential element in the study of consumer behaviour. A consumer’s attitude is 
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either learnt directly through personal experience, or influenced by external information of a 
product or its service. Therefore, to increase the sales of halal fast-food products in South 
Africa, manufacturers and fast-food chains will have to focus on marketing activities that 
encourage customers to develop favourable attitudes towards their products and brand. Fast-
food chains like McDonald’s, KFC and Nando’s should look at developing halal-centred 
promotional campaigns that focus on Muslim clients. They could do this by using Ramadan, 
which is the holy fasting month for Muslims who gather with friends and family for Iftar and 
the pre-dawn meal. The fast-food chains could launch a campaign that focuses on reigniting the 
true spirit of Ramadan by uniting Muslim customers in the same way Ramadan does, as this 
could increase consumers’ perceptions and attitudes towards the company, thus leading to 
favourable intention to purchase their products.  
7. LIMITATIONS AND FUTURE DIRECTION 
Firstly, the findings of the research are limited to the Gauteng Province in South Africa and 
cannot be generalised to the country as a whole. Secondly, the study’s respondents were 
consumers of halal fast-food products. Therefore, it would be interesting to acquire data from 
other stakeholders, such as halal fast-food manufacturers and retailers. Future research can also 
be conducted using a larger sample size representative of the different provinces of the country, 
which could provide a more comprehensive perspective on the problem investigated and the 
proposition of solutions. Furthermore, future studies can explore other possible marketing 
components that could significantly impact the purchase intention of Muslim consumers, such 
as price, promotion, and place.  
8. CONCLUSION 
For South African fast-food manufacturers and outlets to influence Muslim consumers’ 
attitudes and purchasing behaviours towards halal fast-food products, a thorough understanding 
of the selected factors affecting Muslim consumer purchase intention is crucial. Therefore, 
building on the Theory of Reasoned Action, TPB, and the Theory of Social Exchange, this 
paper empirically provides evidence of the significant relationships between halal awareness, 
religious belief, personal societal perception, attitude, and purchase intention, and how such 
selected factors impact halal purchase intention. A noteworthy conclusion drawn from this 
study is that halal awareness and attitude are predominant factors that determine the Muslim 
community’s intention to purchase halal food products in Gauteng, South Africa. This study 
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will allow manufacturers and retailers within the fast-food industry to alter their marketing 
strategies more effectively to increase halal fast-food purchase and awareness. 
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